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ABSTRAK 
 
Tujuan penelitian ini adalah menguji pengaruh Website Quality dan 
Electronic Word of Mouth terhadap Keputusan Pembelian pada Online Consumer 
Shopee Indonesia. Penelitian ini menggunakan analisis regresi linear berganda pada 
responden yaitu konsumen online Shopee Indonesia dengan menggunakan teknik 
non probability sampling sebagai metode pengambilan sampel dengan 
menggunakan kuesioner online untuk pengumpulan datanya. Hasil dari penelitian 
mengungkapkan bahwa secara parsial Website Quality berpengaruh positif dan 
signifikan terhadap keputusan pembelian, begitu juga dengan variabel Electronic 
Word of Mouth berpengaruh positif dan signifikan terhadap keputusan pembelian. 
 
Kata kunci: Website Quality, Electronic Word of Mouth, Keputusan Pembelian. 
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THE INFLUENCE OF WEBSITE QUALITY AND ELECTRONIC WORD OF 
MOUTH ON PURCHASE DECISIONS ONLINE CONSUMERS SHOPEE 
INDONESIA 
 
 
Gandhi Tantra Setyawan 
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Email: gandhi.tantra@gmail.com 
 
 
ABSTRACT 
 
The purposed of this studied is to examined the influence of Website Quality and 
Electronic Word of Mouth on Purchase Decisions Online Consumers Shopee 
Indonesia. This study uses multiple linear regression analysis on respondents 
namely prospective online consumers Shopee Indonesia by using non probability 
sampling techniques as a sampling method using online questionnaire for data 
collection. The results of the study reveal that partially website quality has a 
positive and significant effect on purchase decisions, as well as electronic word of 
mouth variables positive and significant effect on purchase decisions. 
 
 Keywords: Website Quality, Electronic Word of Mouth, Purchase Decisions 
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